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Abstract 
Success or failure of many organizations and companies depends on their promotional 
activities. Regarding the important role of this, organizations should have suitable mix for their 
promotional activities such that it has maximum efficacy. Therefore, this research aims at studying 
communication mix elements in marketing and determining the most important communication mix. 
For this purpose, a questionnaire was prepared and distributed to 20 managers and marketing experts 
of Agriculture Bank in Kurdistan province. Then, data were analyzed using AHP method. Regarding 
obtained results about prioritizing communication mix in marketing, the priority is advertising, sales 
promotion, public relations, personal sale and direct marketing. Among 16 tools for communication 
mix, the most effective advertising tool is TV commercials, the most important sale promotion tool 
is lottery, the most important public relations tool is attending in charities, the most important 
personal sale tool is face to face sale and the most important direct marketing tool is marketing with 
catalogue.  
Keywords: Marketing communication mix, hierarchal analysis process(AHP), Agriculture 
Bank, Kurdistan Province 
Introduction  
Today, organizations try to survive in the competitive world by relying on the market 
research and understanding needs of customers and its particular tool is exploiting marketing 
communication in promotion mix form. Marketing communication, by combining advertising, direct 
marketing, sale promotion factor, public relations and sale, tries to achieve the marketing goals of 
firm (Blech & Blech, 201). A company should combine communication tools wisely and accurately 
such that to develop a balanced mix of promotional elements, a mix which makes the 
communication and marketing goals possible (Hill, Piggot & Griffith, 2001).  
This research tries to identify applied tools in the communication mix in Agriculture Bank of 
Kurdistan Province and then, prioritizes these tools from marketing view. In order to gathering data, 
questionnaire was used and for prioritizing communication mix, hierarchal analysis process (AHP) 
was used. This procedure provides the possibility for estimation, prediction and study of 
communication mix modification for bank managers which finally, this leads to selection of suitable 
promotion mix for agriculture bank.  
Theoretical framework  
Communication and promotional activities are important marketing skills (Ibrahimi et.al, 
2006). Marketing unit is responsible to communicate effectively with customers and target 
community in the economic firm and its special tool is exploiting integrated marketing 
communication models in promotion form (Kotler, 2003). In other words, common mix of 
marketing promotion is a set of controllable variables that firms consider them for responding to 
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target markets (Hill et.al, 2001). Purpose of marketing communication is promotion of awareness, 
improving mental picture or creating preference in target market (Kotler, 2010). Therefore, it is a 
special mix of advertising, public relations, sales promotion, personal sale and direct marketing that 
a company uses it wisely for attracting customers to purposes, including increase in selling products 
(Hill et.al, 2001). A company should combine communication tools wisely and accurately such that 
it create a balanced mix of promotional elements, a mix which makes it possible to achieve 
communication and marketing goals (Hill et.al, 2001).   
The most important marketing communication tools and main channels are:  
Advertising: it is one of the most important elements of this mix which has very important 
role in marketing policies and strategies of company, like relationship with customers, introducing 
new products, revising and changing mentality of customers about the firm or organization. 
Advertising provides introduction and familiarity with company and its products such that setting 
advertisement type, timing, number, content and from which medium this message transfers is very 
important (Pratkanis & Aronson, 2001).  
Public Relations: fundamental rule of public relation is that "do good job and then boast" 
(Hasanzadeh, 2012). The main advantage of public relations is that if these messages succeed, their 
validity for consumers is higher than advertising messages. Public relations do not need great 
budget; with an accurate planning, all small businesses can exploit benefits of public relation. Using 
public relations has lower cost compared to advertisement, while its effect on the awareness of 
people is higher (Kotler, 2010).  
Sales promotion: in recent years, by progressing sale and its effective factors, organizations 
sell successfully and this is an opportunity for organizations and sale in marketing is not only 
transferring ownership of a good from one producer to distributor or from distributor to final 
consumer and tangible value created y sales promotion may have various forms. Sales promotion 
creates more incentives for sale force, distributors and final customers (Blech & Blech, 2004).   
Personal sale: this is flexible method in which seller continuously understands reactions and 
feedbacks of buyer and make changes in the sale methods (Blech & Blech, 2004). Personal sale is 
when representative of company directly communicates with a potential customer and talks about 
product or service. This type of promotion is an intimate way for communication with target 
customers. Most organizations use personal sale widely because personal communication is 
sometimes more effective than mass media advertising. Personal sale is a team attempt which needs 
accurate planning and during it, seller is present everywhere and every time that customer wants. 
Most companies have more emphasis on personal sale (Salamoon et.al, 2010).  
Direct marketing: programs and collecting customer information in banks is a difficult task. 
The customers themselves offer their information through their accounts and cash flows, customers’ 
requests, online banking information, payments or transfers between accounts and finally the 
appointments in banks. Using the data obtained the identification of customers’ needs and their 
satisfaction is prepared. This information can be used in a variety of forms in direct marketing 
(March, 2008, 195).  
Direct marketing in all its forms (phone, letter, email, etc.), should have three special 
features: the message must be customized, updated and interactive. (Kotler and Keller, 2006).  
Direct marketing is not just a tactic but has been proposed as a strategy. Direct marketing is a 
carefully designed plan for successful interaction with the customers. If properly executed, direct 
marketing would bring about remarkable success not only for big companies but also for small 
companies, too. (Thomas, 2007, 8).  
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Used canals in marketing communication mix: researchers who studied about the used canals 
in communication mix have used different canals to achieve this. The most important tools for each 
communication mix are presented in below tale (Kotler , 2010). 
Table 1: The most effective canals or tools for marketing communication mix. 
The most effective canals or tools for marketing communication mix 
Public relations Direct marketing Personal sale Sales promotion Advertising 
Charities & 
celebrations 
Marketing with telephone Personal sale Lotteries Catalogues 
Seminars & 
conferences 
Social media Sale by phone Advertising gifts Advertising media 
Reports Catalogue marketing Business 
negotiations 
Exhibitions Press advertising 
Publications Marketing with direct mail Product show Purchase coupon Advertising billboards 
Social relations Mobile business  Promotional 
discount 
 
Research background 
In a research about multilevel distribution canals, promotion mix in the marketing is studied. 
Research findings indicate that advertisements, sales promotion, public relations and sale have 
desired effect on the mentality of consumer. Also, distribution of products by multilevel method and 
considering desired mentality by using communication mix is a suitable method for progressing the 
sale of products. In second part, ranking goals of communication mix is done with AHP. Results 
indicated that rank of goals is creating interest in customers about the product, moving potential 
customer toward buying product, creating awareness about products in customers, reducing intense 
competition among competitors in one industry and reducing the distance between produced and 
consumer (Shabgo & Mirzaeedaryaee, 2012). 
In a research about mobile phones as a new element in marketing communication, 
smartphones and other handsets as a new communication tool, the emphasis is on the importance of 
applications of social media in smartphones as a useful and valuable tool for social media in digital 
marketing (Yastish & Mayank, 2015). 
In a research about peculiarities of the social media integration into marketing 
communication, Technological changes are impact social changes in society. Communication 
between majority of society members moves to virtual environment, people use social media more 
actively. It was social media that enabled creation of new, attractive and innovative ways for people 
to communicate in virtual environment, to flock into communities, to share important and timely 
information, etc.( Jucaityte .I & Massinskiene.J, 2014). 
Research methodology  
This research is applied in terms of purpose and it is descriptive survey. In this research, 
library method and internet was used for gathering data and questionnaire was used for gathering 
field data and finally, AHP is used for ranking marketing communication mix elements.  
Hierarchal analysis process (AHP) is a well-known multi-criteria decision making technique 
(Tomas L. Saaty, 2000) which was first devised by Satty. This method is used when decision 
making encounters some competitive options and decision criteria. Criteria may be quantitative and 
qualitative. Basis of this decision-making method is pair comparison. Decision maker begins by 
providing decision hierarchy tree. Decision hierarchy tree shows compared factors and competitive 
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options in a decision. Then, paired comparisons are done. These comparisons specify the weight of 
each factor for options (Azar & Memarian, 1995). 
Because the purpose of this research is determining suitable communication mix for 
Agriculture bank branches in Kurdistan province using group decision-making, therefore, active 
human labor in marketing communication. Market research, marketing and sale including manager 
of marketing group and marketing experts in branches were participated in this research in order to 
determine suitable promotion for Agriculture Bank services for Kurdistan Province.  
 For using AHP, we must first design the decision tree. This tree has two levels. In first level, 
there is a mix of marketing communication mix and in the second level, number of suitable tools of 
communication mix is considered and finally, a hierarchal decision tree is drawn as Figure 1. 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
Figure 1: A hierarchal decision tree 
In order to prioritize communication mix elements, questionnaire for paired comparisons 
were distributed among respondents to measure the importance of communication mix to each other 
and importance of tools for communication mix elements regarding other tools. Since data analysis 
method is AHP model, first we controlled adaptation rate of paired comparisons and by ensuring 
acceptable adaptation rate (<0.1), using group decision-making characteristic in software, opinions 
of respondents were combined and paired comparison matrix was extracted. Results of research are 
presented in following table.  
Table 2: Prioritizing communication mix elements based on final weights 
Priority Final weight Communication mix 
1 0.318 advertising 
2 0.246 Sales promotion 
3 0.210 Public relations 
4 0.119 Personal sale 
5 0.107 Direct marketing 
 As table 2 shows, advertising is the first priority among other communication mix in 
marketing and sales promotion, public relations, personal sale and direct marketing are in next 
priorities.  
Prioritizing communication mix in 
Agriculture bank in Kurdistan province 
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 Since mix options are not same in the next level of decision hierarchy tree and sum of 
priority coefficients in AHP are one, therefore, in order to prevent error, relative frequency of each 
option was determined in this level and multiplied in the priority coefficient; therefore, normalized 
priority coefficients are as table 3.  
Table 3: Normalized priority coefficients for communication mix tools in marketing 
Priority Communication mix tools Normalized priority coefficients 
1 TV advertising 0.2014 
2 Lotteries 0.1352 
3 Social media 0.1109 
4 Advertising gifts 0.1054 
5 Radio 0.0793 
6 Advertising boards 0.0750 
7 Charities & celebrations 0.0697 
8 Seminars & conferences 0.0664 
9 Press advertising 0.0602 
10 Personal sale 0.0466 
11 Catalogue marketing 0.0418 
12 Mobile business 0.0309 
13 Exhibitions 0.0219 
14 Reports & papers 0.0179 
15 Phone sale 0.0152 
16 Marketing with direct mail 0.0124 
   As shown in table 3, direction of prioritizing communication mix tools from respondents 
view indicates that TV commercials is the first priority among other tools. 
Recommendations   
First, today, suitable and integrated marketing communication mix in banks is important. 
Based on this, bank branches can select tools for sending their message based on the coefficient of 
priorities for communication mix tools.  
Second, in order to create awareness and tendency in customers in regard to bank services, 
from respondents view, TV commercials is the most effective method which is consistent with the 
opinion of marketing experts. Regarding competition of bank branches for creating interest and 
encouraging customers to use services, encouraging advertisements should be used.  
Third, holding celebrations and seminars with bank customers, especially loyal customers for 
developing close relations with them, can influence the attraction of effective resources in the bank.  
Fifth, regarding the importance of lotteries and advertising gifts, it is suggested that 
diversification and distinction in this tool is considered to distinguish the bank from other banks and 
create positive mental effect on customers. 
Finally, direct marketing techniques, such as remote communication with the customers 
through electronic catalogs, using e-marketing strategies(such as email, create, blogs, etc.), 
providing meetings with clients and business negotiations, direct mail, are strategies to attract more 
customers. 
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